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“We connect the past to the 
present and the present to the 
— riviiUle=eeValee[amele)lave sve? 
preserve client investment.” 
- Maurie Hill 
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Information technology is changing 
the wav that health care is adminis 
tered and the way we use health 


Services Proy ided 2) both the private 


and public sector 





Digital, mainly in the person of 


Jeff Parker from Canberra office, has 


spent considerable time with senior 
members of HHCS (Department of 
Health, Housing and Community 
Services) management team inform- 
ing them of the ways in which we 
can help. 

In particular we have been 
suggesting TOP (Technology and 
Organisational Performance) map- 
ping as a tool for the very early 
stages where you need to capture 
ideas, create discussion and harness 
imagination. 

In October last year Jeff Parker 
and Alec Coleman ran a typical TOP 
workshop for the Department's 
Disabilities Services Programme. It 
went very well and they were asked 
to facilitate another session, but this 
time in very different circumstances. 

In order to put forward a pro- 
posal for an information planning 
project to the State Premiers meeting 


in March of this year, the Department 


wanted to gather the thoughts of as 
many interested parties as possible; a 
very difficult exercise given the wide 
variety of people involved and the 
short time available. 

It was decided that a TOP based 


Pictured above from left to 
right: Dallas Ariotti (HHCS), 
Peter England, John 
Carwardine, John Warren, 
Jeff Parker (seated), Phyl 
Blennerhassett, Allan Baird, 
Alec Coleman (seated), John 
Scott (HHCS 5), Kass 
Antanaitis and Jayne 
Vicintosh. 


workshop was the answer. After 


some very close planning with 


the Department an agenda for the 
workshop was put together. 
Digital would take responsibility 
for logistics and the facilitation 
while the Department would 
ensure the attendance of the 
appropriate people - all 48 of 
them! 

The Sebel Town House was 
the only hotel in Sydney that 
could accommodate four con- 
secutive TOP workshops and 
plenary sessions. Jeff and Alec 
then called on resources from 
across Australia to find eight 
experienced TOP facilitators to 
run the four concurrent streams. 

In order to draw on as many 
perspectives as possible, people 
with all sorts of interest in health 
care were invited. They ranged 
from doctors in general practice 
and hospitals to State and Federal 
public servants such as nurses, 
aged care practitioners, hospital 
administrators, academics, con- 


sultants and other service providers 
and information users. 

On December 16, Dallas Ariotti, 
the sponsoring manager, opened 
the three day session. The purpose 
was to identify, from different 
perspectives, current problems with 
health care information and its flow 
around our complex system and to 
try to arrive at solutions. 

The first two days were spent 
working in groups with like inter- 
ests. The groups produced ideas 
about how they wanted to see 
information being used. Of course 
there were widely differing views, 
but there were also common 
themes, not the least of which was 
that users of health systems should 
in some way carry around their 
health records with them so that 
people’s key information about 
medical history and treatment is not 
lost. 

On the last day the groups were 
mixed up so that these ideas could 
be shared. 

At the end of the three days the 
feeling was that the objective had 
been achieved - a multitude of 
ideas had been gathered in a 
structured way that could be used 
in the future. 

Though it is unclear what the 
final effect on health information 
systems will be, the ideas expressed 
in this workshop will have a major 
impact on the way we all use 
Australia’s health care services. & 
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The project's manager, Australian 
Quality Programme Manager Linda 
Glassop, is pleased with this result, 
but determined that the information 
discovered from the survey will be 
used to set strategies in place that 
will answer employee concerns. 

“I initiated the survey as part of 
the Quality Programme,” says Linda. 
“If you're looking to put quality into 
the company you're talking about 
changing the culture, To do that you 
need to understand the existing 
culture. 

“This was not just a PR exercise 
and it was not just a whim. It was a 
serious piece of research.” 

Linda employed a company to use 
state-of-the-art survey techniques in 
order to determine issues of employee 
motivation. 

In the first place seven focus 
groups were held, randomly chosen 
from employees in the ACT, Mel- 
bourne and Sydney to try to put 
together the right questions. Accord- 
ing to Linda, it was integral that 
there be more than executive level 
input. 

The response rate was exception- 
ally high with 1331 employees out of 
' a possible 1500 completing the 300- 
question survey. 





“This was not just a 
PR exercise and it 
was not just a whim. It 
was a Serious piece of 
research."- Linda 
Glassop. 


“The response was excellent 
for a few reasons,” says Linda. 
“Certainly it would have to do 
with issues of employee enthusi- 
asm, a desire to have some input 
into the building of the company 
infrastructure. 

“Also the fact that there was 
such a strict timetable for filling 
out the survey, with everyone 
around Australia completing the 
survey at the same time, meant 
time was allocated. This was not 


a ‘spare time’ project. It also meant 
there was no opportunity to discuss 
the questions with colleagues and 
friends and possibly ‘pollute’ the 
answers. 

“I think the response rate also 
had to do with the kinds of ques- 
tions that were asked and the way 
they were worded, When you're 
answering that many questions, it’s 
important to prevent boredom and 
so we had to build a certain amount 
of ‘fun’ into the project. You're less 
likely to get commitment from 
people if they're bored. 

“A lot of people felt that the 
questions were worded strangely, or 
ambiguously. What we were trying 
to get at was employee perception 
and the questions were worded 
specifically to that end. Where the 
results did not correlate - and this 
was true for 6 out of the 300 ques- 
tions - the data was rejected. 

“People also felt the demo- 
graphics allowed them to be indi- 
vidually identified. In fact that is true 
but, firstly, we are not interested - 
that information is of no value to us 
- and secondly, the consultants are 
under strict instruction that no data 
should be returned to us that would 
breech individual confidentiality, 
Confidentiality is an industry practice 
for this type of survey.” 

The results will be published and 
distributed to each employee in the 
next few weeks. During March the 
executive committee will begin 
working on the information that has 
been brought to bear by the survey 
results, @ 
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EYE ON 
OPTUS 


s reported last issue, the Federal 


A 


Government has announced that 


Optus Communications has been chosen 
as Australia’s second telecommunications 
carrier. Digital will be the prime contrac- 
tor to Optus for the supply of their 
Operational Support Systems (OSS) - the 
full range of information technology 
applications, systems and associated 
services required by Optus. 

To fulfil this role we have been in the 
process of creating a large multi- 
disciplined team which, at this stage, will 
be based in Sydney. 

Up to now, telecommunications in 
Australia has been provided by three 
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OPTUS 


communications 


organisations - Telecom Australia, 
OTC (the Overseas Telecommunica- 
tions Commission) and AUSSAT. 

Telecom's role is to provide 
telecommunications within Australia, 
OTC is responsible for links to other 
countries and AUSSAT provides 
satellite communication, All organisa- 
tions are government controlled. 

With the introduction of this 
second telecommunications carrier, 
the ae is to merge Telecom and 
OTC to form one organisation 
eee while AUSSAT is to be sold 
to Optus. # 


BANKING ON PHILIPS 


ate last year it was announced that 

Digital had acquired the Informa- 
tion Systems Division of Philips Electron- 
ics, strensthening our thrust into the 
small and medium-sized enterprise (SME) 
market in Europe. Following this interna- 
tional agreement, a local agreement has 
now been signed in Australia. 

We have already begun to manage 
the service requirements of the customer 
base of the Information Services Division 
(ISD) of Philips and 35 Philips employ- 
ees have been offered positions in 
Digital. 

“The acquisition of the Philips ISD 
business will significantly strengthen 


Digital’s offering in the retail bank- 
ing area and provide Digital with a 
wide customer base for services on 
ATMs and financial terminals,” 
Terry Fraser, Service Delivery 
Manager, who has been part-time 
project manager of the integration of 
the: Philips business into Digital in 
Australia. 

Digital is currently working with 
more than 2000 banks worldwide, 
has systems operating in 90% of the 


says 


world’s automated exchanges, and 
has installed tens of thousands of 
trading seats. & 
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| Aecount: 
Order by: 
Assisted by: 


Location: 
Order: 


| Replacing: 


Application: 








Account: Kmart Division of Coles Myer Ltd 
Order by: Peter Evans (Coles Account Manager) 
Assisted by: Rick Schoff (Account Executive), Steve 


Tolnai (Technical Consultant), Geoff | 
Maguire (Services Manager) | 
Location: Melbourne | 
Order: VAX 6000-610 plus peripherals 
Value: $650,000 


Replacing: Adding to existing cluster 
Application: Distribution 


NRMA Life 
Gary Pope 
Andrew Wilson, Alan Taylor, Stuart Davis, Tim 
Reading, Geoff Slocombe, Shelley Baudinet, Paul McNiff, Cyrus 
Pestonji, Franz Stockl, Des Gordon, Hugh MacLaurin, Kevin 
Ellwood, Emile Oelhers, George Toussis, Dick Stenger, Chris 
Halliday, Brian Mitchell, Rob Hamilton, Ron Bunker, Bill Johnson 
Sydney 
System Integrator for the development, 
installation and support of a Life Insurance Administration System 
based on the following elements; 
- PRINCIPAL Life system from Oak Bridge 
- INGRES development and operational environment 
- VAX 4000 model 300 
- Channel connect to AHMDAL mainframe 
- Database under DB2 on AHMDAL mainframe 
FY92 -Phase lI $276,000 
- Phase I] $2,816,000 
FY92 to FY96 - $3,775,000 
AHMDAL and PC based applications 
Complete Life Insurance Administration 





Account: Alcoa of Australia 
Order by: Steve Jenkinson (Account Manager) 
Assisted by: Cris Nicolli (Manufacturing Marketing Manager) and Paul 


Terre 





O'Connor Cormer Alcoa Account Manager, now Co-Cam || 
Account Manager) 


Location: Melbourne 


Order: 
Value: 


VAX 4000 Model 500 
$600.00 


Replacing: Adding to existing cluster 
Application: Financial and business 
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_ The Total Quality Management VTX 
database has been created by the 
Corporate Quality office to answer 
questions around issues of Quality, 
| TQM (Total Quality Management) and 
the supporting initiatives; to share 
related information; and to communi- 
cate what is happening in the TQM 
‘world’. There are seven subdivisions: 
TQM, implementation, success sto- 
ries, initiatives, resources, External 
Quality Programmes and Sign In. 
Toaccess the TQM database, 
| at the $ prompt, type VTX TQM <re- 
turn>. To add material or comment, 
contact Winni Anketell @ MLO 
(MEMIT::ANKETELL). 





Our Australian Quality Programme is 
seeking to develop a quality-based 
culture that extends beyond product 
performance to service, invoicing, 
delivery, administration and so on - 
Total Quality Management. The aim, 
of course, is customer satisfaction, 
profitability and market leadership. 

For the past seven years Enter- 
prise Australia has promoted the 
‘total’ approach to quality improve- 
ment through its ‘Australia for Qual- 
ity’ national awareness campaign and 
in 1988, as part of that campaign, it 
introduced the Australian Quality 
Awards, 

Late last year members of our 
Australian Quality Programme team 
attended the 1991 Awards ceremony. 

“Though we were not entrants in 
any of the categories, we attended in 


MANUFACTURING 


AWARDING 


QUALITY 


order to become part of the ‘quality 
community’,” says Linda Glassop, 
Australian Quality Programme 
Manager. “One of our objectives with 
the Programme is to at least be 
nominated, if not win an award 
because the awards are acknowl- 
edged as testimony to a commitment 
to quality.” 


Attending the Australian 
Quality Awards ceremony 
were: (from left to right) Geoff 
Brundle, Brian Kingston, Dave 
Johnson, Chris Halliday, Terry 

.“Quanborough, Larry Lambert, 
.-Pat Lucas, Hugh Pattinson ~ 
and Linda Glassop. Also 
attending but absent from the 
photo was Maurie Hill. 


The Just-In-Time/Total Quality Con- 
trol Management Office, which has 


been promoting time-based initiatives 


throughout Digital for more than six 

years, has changed its name to the 

Time-Based Management Office. 
Time-based initiatives, part of 


| Digital’s TQM (Total Quality Manage- 


ment) initiatives, reduce both product 
time-to-market and response time to 
customer demand in order to improve 
competitiveness. The initiatives also 
offer a set of tools for collapsing time 
based on principles such as waste 
elimination, simplicity, flexibility, qual- 
ity, employee effectiveness, self-con- 


| trolling mechanisms while focusing on 


the whole process. 





There are a number of awards 
based on volume and style of busi- 
ness, all of which are assessed on 
criteria such as leadership, policy and | 
planning, information and analysis.) 
human resources, customer focus | 
and quality of process, product and 
service. 

In the few years they have been 
running, the Awards have become a 
prestigious event, evidence that 
quality is emerging as a key factor in 
competitiveness for every business 
across every industry. The attendance 
for the 1991 ceremony was some 
thousand people, compared to 200 
for the year before. The event is 
attended by the Premiers from each 
State and is broadcast nationally. 

We hope to be announcing a win 
in the 1992 Quality Awards. & 





DALES & MARKETING 


back. 

Industry marketing have some 
similar roles but they are not dealing 
with hard-nosed product. They are 

| catalysts and they transfer knowl- 
_ edge and experience from one area 


It has been said that our success 
f depends on balancing the sales, 
marketing and engineering 
components of the company. How are we 
doing this? 





mn 


IMM 


We are at a revolutionary stage 
in the computer industry. The 

| ways in which we have to do 
business are changing dramatically to 





encompass situational or opportunity 


management. I believe the concept of 


| salespeople, other than in specific me- 


dium sized areas like desktop selling, is 
fading, In the future most of our client 
situations will be managed by account 
business managers. 

Business managers, rather than simply 
selling product, will understand customer 
needs and will utilise company and 


external resources to respond to those 


needs. 


very attractive to some of the big global 
players because we have the technology 


| and services they require and we are now 


eginning to manage the relationships 
th them on a long-term basis to 
optimise results for both parties. 

In these situations we are becoming 
business partners, building long-term 
relationships with large customers in 
industries such as telecommunications, 
transport, health and defence. Our new 
Optus venture is an example of such a 
relationship with a 10 to 20 year horizon. 
An accompanying challenge for Digital is 
to support this business management 


| behaviour with new forms of goaling, 


reward and recognition. Two specific 
areas are long-term goaling and team 
reward and recognition for all contribu- 
tors. 

At the commodities end of the market, 
Digital has strong core competence in the 
areas of engineering design, quality 
manufacturing and volume production. 
This technology will be sold through new 
distribution channels with Digital business 
managers responsible for their success, 
Digital has no option other than to reduce 
the cost of sales at this end of the market 


e™ using indirect distribution channels. 


Further business relationships will be 
dependent on a fully integrated approach 
and effort by engineering, manufacturing, 


At the top end of the market, Digital is 





With Sales and 
Marketing 


Director 
Maurie Hill 


marketing, sales and services, in 
effect, a 'one-company' approach. 






n this new business 
environment, will 


centralised unit? 







Yes, Product marketing 
takes the needs and 
requirements of cus- 
tomers into the product creation 
units, and translates them into 
new product over time. They are 
also the vehicle by which we get 
product out to the field. They 
have a very significant responsi- 
bility in getting the cost and 
pricing of product correct so that 
when we put a mix to a cus- 
tomer, we get acceptable profit 





larketing continue as a 


~ to the other. They are specialists 
- with a long-term goal which is to 


sow the foundations for business in 
industry. 

The PR/image creation side of 
the business can range from short- 


term programme orientation to long- 
term image building and to commu- | 


nicating any message the corpora- 
tion wants to get across externally 
and internally. 

Marketing is essentially a bridge 


| between the corporation, the field 


and the end user - integral to the 
business planning and the controls 
and measurements of the company. 
By definition it is a centralised 
function. 


With all the changes in the 


way we do business and 

in our technology, are we 
significantly differentiating ourselves 
from the competition? 


Absolutely. Firstly, it is 
just a matter of weeks 
before new products will 
be unveiled giving Digital a 12 - 18 
month technology advance on the 
marketplace globally. This could 
translate to an advantage of some 
two to three years in terms of what 
you can do with that technology. 

Most importantly, from the 
origins of Digital through to the 
advances in the foreseeable future, 
we have offered and will continue 
to offer a totally compatible hard- 
ware product range - from PCs to 
large mainframes that can connect 
to. a whole range of diverse, com- 
petitive technology. In other words, 
we are a truly open systems com- 
pany. 

We connect the past to the 
present and the present to the 
future and in doing so, preserve 
client investment. In this way we 
differentiate ourselves from our 
competitors. [1 
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ecember 3, 1991 was a memo- 
rable day for Digital, for 


Digital’s customers and for non- 


Digital customers alike as we got 
down to the business of blitzing the 
marketplace Australia-wide, 

SPR Marketing Director Rim Keris 


| initiated the project which scored 
| some 1190 appointments for our 


Salesforce around Australia. 

The target was primarily non- 
Digital customers, plus non-DNA 
(Digital Named Account) customers, 
and State managers were also asked 
to nominate any customers for 
inclusion, The main goal was to gain 
appointments for the appropriate 


Sales representatives in order to 
| generate incremental business 
| opportunities later in the year. Even 


Adelaide adopted a military theme 
with uniforms of various descrip- 
tions, Bill Leblanc, pictured with 

Noel Shelton (far left) and Bob 

Scarborough, was supplied with a 

war surplus bugle and after many 
nights locked in his wardrobe at 

home practising, emerged to 
provide ADO Blitzers with Reveille, 
various calls to arms and charges 
during the day long baitle. 
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when a call did not achieve the 
expected appointment the 
information gathered during the 
tele-call supplied us with valu- 
able updated marketing data on 
the customer. 

A very well organised day 
turned out to be a terrific success 
on all counts and a lot of fun to 
boot thanks to all who made it 
happen - the organisers: 

@ Rolf Jester - Programme 
Manager — 

& Geoff West - Overall Manager 

@ HazelhBroadbent and Therese 

ANile - Event and Promotion Co- 
ordinators 

@ Terry Quanborough and Lisa 





lan Ramsay's unit in Sydney 
sported bow ties for the event in 
an effort to dress for success. 
Though their sneakers some- 
what marred the look, they did 
manage to sell a system during 
the day (there is apparently no 
truth to the rumour that it was 
sold to lan’s mother). 


Maloney - Blitz Training Co-ordinators 
@ Adrian Cresswell - Tele-call Specialist 
@ Dale Campbell - Services Marketing 

Representative = 
@ Stephen Firth - Telecommunications >) 

Manager; 


- the Blitz Managers: 

Sydney (SNO) - Arun Sanghvi 

1) O'Connell St - Geoff Slocombe 

1 Newcastle - Richard Ware 
© Wollongong - Nick Theodore ~~ 
[J Melbourne (MEO) - James Nicholas 
MJ Adelaide - Bob Scarborough. 
Perth - John Barton _~ = 
1 Brisbane - Brendan Richardson 


- and the hundreds of other Sales, Sales 
Support, Services, Marketing and Opera- 
tions staff in each district, 
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PURCHASING 
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, PERTH: 
Participants: 21 
Total calls: 348 (programme aimed at 
inviting registrations to a workstation 
seminar to be held at WPO a week 








later) 


Registrations confirmed: 182 


NEWCASTLE: 
Participants: 3 

Total calls: 22 
Appointments made: 7 


WOLLONGONG: 
Participants: 8 

Total calls: 103 
Appointments made: 51 


BRISBANE: 
Participants: 35 
Total calls: 702 
e™ ointments made: 47 


ADELAIDE: 
Participants: 23 

Total calls: 304 
Appointments made: 119 
SYDNEY (SNO): 
Participants: 124 

Total calls: 1,915 
Appointments made: 552 


O’CONNELL ST: 
Participants: 13 

Total calls: 114 
Appointments made: 47 
MELBOURNE (MEO): 
Participants: 40 

Total calls: 752 
Appointments made: 136 
EXHIBITION ST: 
Participants: 14 

Total calls: 118 
Appointments made: 48 


- 





BUYING HAS NEVER 


BEEN SO EASY... 


by the Purchasing group 


The Purchasing Easy Guide has 
now been delivered to all employ- 
ees. 

This guide is designed to help 
you understand the role that Pur- 
chasing can play in your busi- 
ness. lt introduces the Purchas- 
ing staff and the commodities we 
contro! and provides the steps to 
follow to a successful purchase. 

Purchasing isn’t just about 
placing orders. We add value, We 
have experienced negotiators who 
will be an asset as your business 
pariner. 

In the Facilities Support and 
Distribution areas, Purchasing, in 
conjunction with the respective 
business managers, has been 
instrumental in the implementa- 
tion of contracts for security, land- 
scaping, catering, office moving, 
personnel relocations, cleaning, 
waste disposal, photocopiers, fax 
machines, furniture, carhire, com- 
munications and the supply of 
modems. 

The cost savings for FY92 to 
date are in the region of $350,000. 

Manufacturing Purchasing has 
committed to make freight sav- 
ings for the Hardware Manufac- 


turing Unit at Mowbray Road of $350,000 
this fiscal year. It is achieving this by 
developing local Australian suppliers (see 
story last issue) to provide in excess of 
50% of our total materials needs. By 
buying these materials locally at a world 
competitive price we save those monies 
we would have had to pay in freight, 
customs and other like taxes and 
charges. 

Digital Services Purchasing year to 
date cost savings for Non-Digital Serv- 
ices - specifically for Wang product - is 
970,000 and new desktop service agree- 
ments with niche repairers have saved 
$170,000. 

Revenue Purchasing now procures 
network materials, computer accesso- 
ries and media from our growing supplier 
infrastructure for direct supply to the 
local and Pacific Region export market. 
Currently, annual revenue purchasing 
levels are in excess of $3 million. 

Callus, you have nothing to lose and 
only valuable time and money to gain. 

lf you would like more detailed train- 
ing sessions around the Purchasing Easy 
Guide, call extension 7245 for further 
details. 

Please note the new Administration 
Purchasing fax number 

- 561 5260. @ 
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Bags $1.3 Million 


Daniel: What exactly 
motivated you to go the ‘extra 
mile’ at a time when even 
experienced sales people get 
disheartened? 
Paul: First, trying to 
‘delight’ the customer I suppose! 
Second, it is a matter of one’s 
attitude. As I solve customers’ 
problems while assisting other 
engineers, | invariably come 
across areas of customer concern 
which need solutions. If we 
don't provide a solution some- 
one else will and I certainly do 
not want to see a third party 
getting a foot-hold in our cus- 
tomer base due to our insensitiv- 
ity to customer needs. 
Daniel: What are some of 
the best solutions your initiative 
has brought about? 
Paul A Disaster Recovery 
solution for Westpac and a 
MicroVAX 3800 for Saipem. 
Daniel: What level of sales 
pitch was required to sell these? 
Paul. Selling isolated hardware 
was as simple as satisfying a 
customer's acknowledged need 
which he has been putting off. 
Selling whole solutions called 
for delicate inter-play of the 
expertise of sales support and 
sales. Competitive environment 
called for immediate involvement 
of our salespeople. 
Daniel: How do you try 
and convince the customer who 
is ‘hooked’ on the vendor's 
price/performance strategy? 
Paul: It’s not easy, I try to 





in Sales 


The Sherlock Holmes instinet of 


Paul Chapman led him on the trail 


to track down the “Chief Digital 


Detective” award for NSW District 


for FY91, 


The Digital Detectives Programme 


works on the basis of sales leads 


generated by employees who sense 


customer needs or are aware of 


competitive activity. 

Colleague Daniel Jeyachandran 
talked with Paul after the award 
presentation. 





convince the customer on the basis 


of the big picture of Digital as a 
total solution provider. I make 
them see this in the service we 


provide - more specifically when I 


provide support to other engi- 


neers. It is not just the product he 
is buying, but the partnership he is 


entering into, 

If I show the customer the 
benefit of Digital product against 
an XYZ product in the overall 


system/cluster/application environ- 
ment, the actual job of making the 


sale is relatively easy. 

My part - as a first level of 
contact with the customer - is to 
prepare the ground and get the 
sales professionals involved. 


Daniel: Can you think of 

an interesting scenario where a 
customer has rejected or put off 
your solution? 

Paul: Yes. Saipem had a 
VAX 11750 which was getting 
overloaded. I suggested a 
MicroVAX 3400 as a replace- 
ment. | also took upon myself 

the task of tuning the 11750. 

The system responded to the 
tuning so remarkably that the | 
customer put off the purchastgyg 
of the 3400 for 12 months but 
ended up buying a 3800. 

Though Digital lost a quick 
sale, we gained customer 
confidence that Digital is his 
partner in providing the best 
solution for him. 

Daniel: What are your 
plans to spend the award 
money? 

Paul: What plans.....? 

(Paul paused for a moment. 
He raised his head with the air 
of a responsible family man, yet 
with the trace of a sheepish 
smile on his face), 

....1 have already donated it 
to my wife! 

PS. Our Sherlock Holmes 
has provided the final clue for 
success, All that needs to be 
done to increase business 
through Digital Detectives is to 
circulate this interview widely 
among the wives of trainee ‘2 
Sherlock Holmeses. Leave the’ 
rest to the experts to program 
their husbands! & 
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$US500,000 available to non-profit 
organisations through a Request for 
Proposals (RFP) process beginning 
now, through to June of 1993. The 
RFP Programme for HIV/AIDS and 
Alzheimer’s Disease is designed to 
assist research, support services, and 
education and awareness pro- 
grammes dealing with these diseases. 

Since 1986, Digital has invested 
over $US5 million in programmes 
that promote research, education and 
awareness of the AIDS pandemic 
alone. In addition, in FY91, em- 
ployee direct donations, which are 
matched dollar-for-dollar by the 
company's Employee Matching Gift 
Programme, have provided close to 
$US1 million to health care organisa- 
tions nationwide. 

&e¢¢ 
Digital has entered the production 
printing market in the US with a sales 
agreement with Siemens Nixdorf 
Printing Systems. 

Production printing environments 
include banking, insurance, telecom- 
munications, manufacturing and 
government with needs for high- 
volume, fast turnaround printing. 
Print applications include customer 
bills, monthly statements, payroll 
cheques, direct mail, financial and 
inventory reports. 

The sales agreement enables 
Digital to market and sell Siemens 


Europe = 
OSigitat Europe and Apple Compu- 
ter Europe Inc. have signed a letter 
of intent covering the supply by 

Digital of Apple Macintosh comput- 

ers to our customers and the 

distribution of Digital interconnect 

products, VAX and RISC-based 

servers, and Apple-related desktop 

services through Apple's dedicated 

reseller network in Europe. 
Americ: 

Mobil's Dallas Research Laboratory 

has chosen ALL-IN-1 as their office 

standard. In addition they are 
recommending that ALL-IN-1 be 
accepted as Mobil’s worldwide 
office standard, completely replac- 
ing IBM. The win in Dallas should 
yield over $US3M in FY92 revenue 
involving over 1500 ALL-IN-1 and 

PATHWORKS connects. Total 

revenue potential for FY92 (world- 

wide) exceeds $US20M with over 
| $US12M in the US. 
-_ eo 
Digital has initiated a $US5 million 
equipment grant programme for 
qualified health organisations 
worldwide dealing with HIV/AIDS 
or Alzheimer's Disease. 

The programme, which is 
funded by Digital’s Corporate 
Contributions Programme, will 
make equipment grants of up to 





MARCH 
Five Years: 


FEBRUARY _ 
Five Years: ° | | val 
“Gary Dawson, NZO SLS Ten Years: 
“Andrew Broughton, BBO DS “Henry Ko, SMP EDU 
“Mairi Goldstein, SNO PERS Patrick Callaghan, NLO DS 
Dianne Biffin, SMP EDU _ “ Fidelma Warner, SNO MKT 
_Aim Reading, SNO DS “Janice Cox, MEA SLS 
Fred King, SNO MKT 
“Andrew Zeppel, SAJ DS = 
Abn Bounds, MEO DS Fifteen Years: 
‘ ad Budilov; MEO DS V Joseph Cassar, BBO DS 
PB ty. Costin, BBO'SIS Jane Thornton, SNO DS 
Pye Richardson, SNO OPS V Geoff Coles, SNL DS 
pe bw ed / Allan Spender, NZO DS 
. /Norith Vorn, SNS DS 


/ Frank Zanotto, WGO DS 
Vida Fruci, MEO OPS 
“Neil Blythman, MEO OPS 
eyetleoimn Harrild, SNO OPS | 
“Graeme Marks, SNO DS 
\(Pathy Pathmanaban, SNO Ds © Stan Williams, BBO SLS 
Se Griffin, WEO EDU 
VY Mary Adams, NZO SLS 
/Hugh Olivier, SNO DS 
Paul Tanner, CAO DS 
poze? Mark Priebatsch, MEO-DS 
ft Y John Dryden, SNO SLS 
“Nelson Cairelli, SNO OPS 
4 John Cupit, SNO EDU 
“/Jan Turner, SNO OPS 


WORLD UPDATE 


Nixdorf 2090 and 2140 production 
printers in computer environments 
with Digital’s VAX and MicroVAX 
systems as part of Digital’s print 
systems product family. 

Britain 
The Department of Trade and Indus- 
try (DTI) has awarded Digital's CITRES 
(Cooperating Intelligent Integrated 
Repair Efficiency Services) pro- 
gramme. CIIRES took third place in 
the DTI’s annual competition which 
recognises the three best applications 
of manufacturing intelligence being 
used regularly in the UK. It also 
promotes advanced development of 
artificial intelligence in the UK. The 
CIIRES programme increases the 
efficiency of testing and diagnosis of 
computer related circuit boards. 

Russia 
An agreement has been signed with 
the Academy of National Economy to 
open a Digital Education Centre in 
Moscow. The centre, which will open 
soon, will feature visiting Digital 
lecturers from various countries and 
will house a demonstration centre. 
The Academy of National Economy is 
Russia's leading training centre for 
senior managers, offering courses on 
business, technical and economic 
subjects to over 3000 people per year. 
Digital's Russian headquarters are in 
Moscow, with an additional office to 
be opened soon in St. Petersburg. & 


CAREER MILESTONES 


L- Richard Harris, BBO DS 
aA Greg Mulhearn, SNO DS 
= __ Nick Heinemann, NZO DS 
/ Geoffrey Sandell, ADO SLS 
| Derek Whorlow, SNA DS 
\ Glyn Danter, SNO DS 


Ten Years: ~ 
\/ Yui-Ming Lee, SNS DS 
“John Williams, SNO DS 
“Graham Brown, ALI DS 
Shelly Speer, SNO DS 
hilip Laxton, SNL MFG 
Steven Southgate, SNO DS 


Fifteen Years: 
Jack Lee, SNO DS 
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The Sydney Social Club Commit- plete without a Santa (a la Michael 


tee got rave reviews for the Nicholls) who this year arrived by 

children’s Christmas party, held at helicopter courtesy of Uncle Pete} 

the Rhodes facility on Saturday Toys, much to the kids’ excitement. 

December 14th. It was attended Santa then gave out presents as he 

by over 850 Sydney Digits and smiled and chatted through a two- 

their children - some 350 kids! hour knee-sitting and photo-taking 
Terrific entertainment was session. 





























Irene Cooper managed to pay 
all Digits on time whilst organising 
this gala event and Michael 
Nicholls, as well as being Santa, 





provided in the form of a baby helped organise the presents, 
| animal farm, a fun factory, a face produced attendee labels and so 
painter, a sult walker clown who on. They were backed up by the 
| juggled and did a fire act, a rest of the Committee, 24 Santa’s 
| unicycle rider and plastic air- Helpers and a multitude of other 
i filled castles to jump in or on - helpers. According to a large bunch 
7 all in one morning! of very happy kids, the hard work 
| No Christmas party is com- was worth it, & 
Ss 
: 260286 
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